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本文以在中美热 的 12 款车型的中版和美版电视广告为研究样本，这些样
本来源于各类视频网站。由于可获得样本数量较多，我们对获得的广告样本有经
过筛选。由于时间越长的叙事广告文化因素越丰富，因此筛选的标准为：广告时
长在 30 秒以上；广告是叙事文本。 后我们的样本为 165 条，中国版共 77 条，
美国版共 88 条。对这些样本，我们采用小组讨论的方式进行分析，分析人员有
中国学生 8 名和美国留学生一名。我们从整体上和细节上两个层面分析广告。整







































Culture deeply affects the expression of adverising’s meaning, deciding the 
means of expressing such as symbols using and narrative setting. Having different 
core values, adverting communication between China and United States must adapt to 
their own core values, using different symbols and narrative. Thus, cross-cultural 
research is urgent and practical. As atuo adverting utilizing a large number of 
expression with core cultural concept to obtain the resonance of the consumers, it 
comes to be a typical sample for cross-cultural research. Previous cross-cultural 
studies of auto advertising mostly adopt content analysis, and seldom using semiotics. 
Content analysis can only describe the outline of intercultural differences from the 
perspective of the researchers, and semiotics is able to analyzes details of the 
differences from the angle of reader. Therefore, this article utilizes semiology method 
to analyse the culture differences existing in Chinese and American auto adverting. 
This article takes the Chinese and American edition advertisements of the 12 
popular models  as the research samples which from all kinds of websites. Due to the  
quantity of available samples is large, we have filtered the samples. Owing to the 
longer narrative advertising has more culture factors, our criteria are: advertising is a 
narrative text and more than 30 seconds.The final samples are 165, including 77 
Chinese advertisements and 88 American advertisements. We adopt group discussion 
for analysis and the analysts constist of 8 Chinese students and 1 American 
student.We analyse the samples from two aspect, the overall and the detail. For the 
overall , adopt Berger’s framework to identigy each narrative advertising’s plot, and 
summarized their own special plots of China and the United States, then discuss the 
possible culture background of these plots. For the detail, watch each advertising to 
identify what symbols are applied in Chinese and American edition and analyse what 
roles these symbols are play in the ideographic process of advertising , then we 














This study summarizes two plots in the Chinese auto adverting and three plots in 
American auto advertising, and discuss the culture background. Chinese plots are 
attracting envy and family warmth, American plots are bantering the owner, 
pursuiting the real self and solving specific problems. This article also summarizes six 
categories of symbol that are commonly used in automobile adverting , they are 
characters , animals , family , group , work and leisure , wilderness and city. We 
identify the differences in using these symbols fisrt and then deduce the culture 
differences according to the using differences. 
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